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Consistency
& credibility

In a moving
market

When John Hills joined CarbonChain as Head of

Marketing in May of 2025, he had his work cut out

for him. With a White House playing trade wars,
a flip-flopping regulatory environment in Europe,
and the UK caught in between, CarbonChain’s
customers were dealing with a lot.

The CarbonChain team itself had been through
a lot in recent months. The team was changing at
the same time as the company strategy, and all
the while, major industry events were still taking
place. No matter how busy things were internally,
marketing still needed to go out.

To lead their category, CarbonChain had to lead
the CBAM conversation. Prospects were highly
technical and expected nuance and substance.
They were hungry for the implications of policy
changes, keen to understand the new world of

carbon risk, and find out what leading peers were

getting up to.

That’s a lot to ask of content. Good thing
CarbonChain found The Climate Hub.

TheClimateHub*

Finding a team that fits just right

CarbonChain needed partners who could move
at startup speed without sacrificing accuracy
and quality. The Climate Hub brought deep
carbon accounting expertise and a strong
working command of international policy and
regulatory change, so there was no ramp-

up required. We also quickly grasped the
company’s voice and product positioning,
leading to lightning-fast approvals from
leadership.
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The Climate Hub worked seamlessly with
product, policy, and marketing leads, available
in Slack and comfortable running with minimal
instructions, just like an internal team.

Our flexibility made the difference. Whether
priorities shifted or timelines tightened, we
adapted quickly and delivered what was needed,
when it was needed, making the process easy
and hassle-free for the CarbonChain team.
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They get the space and how
we work. We could drop a
short brief in Slack and they'd
come back with exactly what
we needed, no friction, no
hand-holding, no chasing.

The
Climate
Hub*



What we delivered

The Always-on content

and design support

Climate Hub Editorial calendar coverage across

LinkedIn, blog, email, and website content
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Tight collaboration with product and
policy SMEs to ensure accuracy on CBAM,
methodology, and sector specifics

The Climate Hub was founded by marketers who .
understand where content fits in the bigger picture Event-led, multi-asset
and know how to bring conversations back to ROI. -

= campaigns

A flagship "hub” report for in-person

Priorities change daily in a startup. We flex with _ ) _
events like LME Week, paired with:

them. No rigid credits, no nickel-and-diming. We're
here to remove friction, not add more. - High-converting landing pages

- Email nurture sequences

_ (pre/during/post event)
Our team brings deep knowledge of carbon

accounting and carbon policy. That means fewer
rewrites, faster approvals, and content that
satisfies both the leadership and technical teams.

- Executive and company LinkedIn
threads and visuals

Thought leadership that
Rapid briefing production approval answers the hard questions

cycles to meet immovable event dates

You'll never send a follow- Plain-English explanations of policy and
up again. Content gets delivered o market dynamics (CBAM phases, tariff risks,
on time, edits are turned around quickly, and the FIeX|b|I|ty under pressure importer/producer responsibilities)
process runs smoothly without chasing.
Re-prioritised work on the fly as Sector-specific angles for metals,
strategy shifted manufacturing, and logistics stakeholders
so prospects saw their world reflected in
Kept quality high and turnaround times short the content
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The turning point
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[t feels like they're
in-house. They're
incredibly easy to work
with and the output is
always of the highest

quality.
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